Over the last three decades the scope of localization has extended from software localization to other digital products and is increasingly related to audiovisual and news translation and the translation of comics translation. The last decade has revealed a tendency to expand the concept of 'localization' to non-digital products and a range of business processes in cross-cultural management and marketing. Conceptual potential of the term 'localization' seems to exceed all other variants of naming linguistic, cultural, social, economic, political, legal, etc. aspects 
celluloid" (Schäler, 2009: 157) . This restriction is made for a good reason. Localization as we know it emerged in the 1980s in software industry and has gradually embraced other digital products, in particular websites, video games, small devices, etc. On the other hand, over its three decades the concept of localization has expanded to include non-digital and non-verbal issues of product adaptation often addressed through 'supporting' terminology, such as transcreation, rewriting, versioning or transrepresentation. However, conceptual potential of the term 'localization' seems to exceed all other variants of naming linguistic, cultural, social, economic, political, legal, etc. aspects of product adaptation and is increasingly favored in industry, related research, academia and even Translation Studies as a generic concept for all types of complex content modifications.
'Translation on the computer, for the computer'
The concept of localization has not been stable within the evolving localization industry and digital technology landscape. If we take a 'purist' approach and focus on the original meaning of the term, the extension of localization to digital products other than software appears problematic.
Localization emerged as part of business and marketing strategy in software industry in response to the need to "translate software"
and initially was confined to "translation on the computer for the computer ' (van der Meer, 1995) .
The term 'localization' was derived from the term 'locale' used in software engineering as a hypernym for culture-and language-sensitive local market requirements, including character sets, scripts and glyphs, encodings, line and word breaking, calendars, date formats, time formats, number formats, units of measurement, etc. (Dunne, 2015: 551 and debugged for each target locale" (Dunne, 2015: 551) . These initial challenges of localization were largely resolved through the pre-translation phase known as 'internationalization', the isolation and storing translatable text and culturally sensitive elements in separate files. As a result, internationalized or 'delocalized' code could be reused for multiple target locales, while translators (localizers) worked with isolated locale-sensitive set of data. Internationalization "allows programmers and engineers to focus on code and translators to focus on translation.
It means the software with all its complex logic does not have to be touched just because you want to add another language; all you have to do is translate some files" (Uren et al., 1993) .
At this point of discussion it is possible to make a distinction between localization in its narrowest sense and translation. As most issues of localization are addressed at the pre-localization stage of developing an internationalized product, localization is indeed restricted to the translation of natural language strings, which "begs the question of how -and perhaps even if -localization differs from translation today" (Dunne, 2015: 558) . Technically, the translation of document-based content or textual content stored in other formats "is not 'localization' as the process has been traditionally understood, because it does not entail modification of the properties of objects in a software user interface" (Dunne, 2015: 560) . The term localization in its narrow meaning is still in use in current software engineering.
Game and Website localization
Following this strict logic, the extension of the concept of localization to other digital products, such as games or websites, is valid only inasmuch as website or game localization retains the internationalization-localization scenario of software engineering and deals with the replacement of strings in the user interface.
Game and website localization goes beyond this approach.
In the 80s the distribution of games for example, occasionally uses the term 'real localization' to refer to web pages that require "many adaptations to regional standards and conventions, such as marketing text", and that "may be rewritten by local authors in each of the target languages". (Esselink, 2000: 39) .
Taking a product or a service to a new market concerns primarily the issues of (re)branding and marketing and makes website localization, digital aspects aside, "a function of the international marketing strategy" (Sandrini, 2005: 134) . This is another point where the convergence of localization and translation ends and localization takes an alternative direction.
For example, rewriting marketing materials by local authors "goes way beyond translation because it is an integral part of company's global branding initiative" (Esselink, 2000: 39) . Global news agencies deliver 'delocalized' news for international audience that are subsequently 'adapted' for local audiences (Pym, 2010: 126; Schäffner, 2012: 872) . According to Zanettin, "an internationalization stage at the source end and a localization stage at the target end can often be clearly distinguished in the process leading to the production of translated comics" (Zanettin, 2008: 201) .
These overlaps, however, are not the primary reason for using 'localization' as an umbrella term. First, the concept of localization the production of multilingual news, comics and audiovisual content into economic, political, legal, ethical, etc. contexts of global product distribution, that is, product distribution across various types of locales. In the study of news translation, in particular, "the adoption of a theory of 'localization' rather than conventional translation theories accounts more easily for both the commercial nature and the global scale of news distribution" (Orengo, 2005: 168) .
"Retouching the pictures" in comics is related to commercial considerations and social issues, such as "prevailing conventions for comics in a country or area", "direct or indirect censorship"
and "specific cultural and/or promotional agenda" (Zanettin, 2008a: 21) . Second, the concept of localization indicates a shift of focus from texts
and 'text processing' to the analysis of commercial products. These shifts may well be indicative of increasing transdisciplinarity of Translation Studies (Odacıoğlu & Köktürk, 2015) .
Beyond digital media

According to LISA's (Localization Industry
Standards Association) consensual definition, "localization involves taking a product and making it linguistically and culturally appropriate to the target locale (country/region and language) where it will be used and sold" (Esselink, 2000: 3) . This definition fits well with practices of localizing all kinds of non-digital products. This state of affairs allowed to make a tentative step towards an even broader concept of localization that implies "the adaptation of any good or service to a target market" (Sprung, 2000: xviii) and "expands beyond digital media to include other products as well", such as cars or fast-food (Mazur, 2009: 155) . Such extensions that come from localization-related research, and Translation Studies in particular, are not new for international business and marketing where the term 'localization' with a very similar meaning has been in use, to the best of my knowledge, at least since the 1950s or even earlier (e.g. Grether, 1948) . The term 'localization of products' is currently used in international business and marketing and is defined in ways similar to LISA's definition. "The localization of products requires the development, manufacturing, and marketing of goods best suited to the needs of the local customer and marketplace. This typically requires the modification of products that have sold well in other geographic regions" (Rugman, et al. 2006: 119) . In marketing, "a local adaptation strategy would emphasize localization of products to accommodate local needs and preferences" (Meyer, K., 2009: 494) . In localization industry
proper and international business, at least in the 1980s and 1990s, 'localization' was a homonymic term with a minor overlap of concepts. Currently, the concepts are converging due to the extension of the term 'locale' and the scope of modifications that may be effectively regarded as localization.
It might be said that localization-related research has expanded the original technical meaning of the concept to include the older economic meaning of 'product localization'.
In business and marketing internationalization primarily implies moving from domestic to international markets and is synonymic to globalization. However, the distribution of nondigital products internationally may feature processes similar to internationalization in localization 'proper', such as developing "a common product platform that is used across the globe, but allows for product adaptations based on regional or country specific requirements" (Gabrielsson et al., 2006: 654) . This is, however, Singh addresses "product localization" (such as Oreo cookies), "price localization", "place localization", "localizing translations" as well as website and game localization (Singh, 2012) . This really blurs the boundaries between digital and non-digital localization, and brings to the focus A. Pym's concept of material type of distribution underlying any type of localization.
Conclusion
The concept and industry of localization emerged in response to the need to "translate software" and since the 1980s it "revolves around combining language and technology" (Esselink, 2003) . of that locale (Dunne, 2006: 14) . would therefore seem unnecessary, except that we are clearly moving away from the traditional sense of translation within the equivalence paradigm" (Gambier, 2016: 892) . On the other hand, the term 'localization' is increasingly 
